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A i SUMMARY
The ALAMO

EXECUTIVE SUMMARY

The Daughters of the Republic of Texas (DRT) is submitting a Management Plan per the requirements of the Interim
Management and Operating Agreement, effective January 1, 2012. This initial plan covers the period June 2012
through 8/31/2013 to coincide with the current 15-month budget plan. Each plan hereafter will cover a period of 12
months, September to August, to coincide with the state fiscal year calendar. DRT will continue to improve the Ala-
mo’s educational programs, increase operational efficiency, increase revenue and build financial support to enhance
preservation efforts. This year the DRT will hire an Executive Administrator for the Alamo, investigate contracting
to redesign and operate the Gift Shop, review and prioritize the Master Plan, develop a long-range preservation
plan and study the DRT Li-
brary. The DRT will also: (1)
better utilize the DRT Library
facilities for scheduled events,
after hour events and help in
the preserving of the Alamo
documents; (2) increase af-
ter hours rentals and private
tours; (3) establish a “Walking
Tour” of the Alamo Complex;
(4) update internal policies;
(5) provide an on-going com-
prehensive look at the histori-
cal buildings (Shrine & Long
Barrack), reporting quarterly;
and (6) increase public after
hours activities on the com-

plex.

Each divisional area of the Alamo organization has created a plan that not only describes in detail its current operation
but establishes improvements that will occur during the period covered. This includes, but is not limited to Administra-
tion, Education, Security, Marketing, Horticulture and the Library. Each area will submit a budget for approval, will track
success and document any areas where plans were changed, unattainable or stopped and be prepared to make adjust-
ments during the next planning period. The requesting area shall include any dependencies and cooperation necessary
between departments to ensure the success of each project.

Under the Administration Department, the organization includes vital operational areas to the Alamo: Gift Shop,
Accounting, Horticulture, Maintenance, Shrine Hostess and the Library. Since there is no admission charged to visit
the Alamo, the Complex funding is almost completely dependent on gift shop sales. Much of the general mainte-
nance of the grounds and buildings is performed by Alamo staff.

Many Alamo functions are rolled into the Curator and Education Department. This section of the organization
not only cares for and displays all the incredible artifacts throughout the Complex but is also responsible for the
many tours performed by the Alamo Guides and Docents. Special groups, classrooms, summer day camps, military
groups, elderhostel groups and individual tourists visit the Alamo each and every day. All the special events that
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occur at the Alamo on a daily, weekly and annual basis are orches-
trated through the Education Department which provides a learning
experience designed so each person leaves with increased knowl-
edge about our Country, our State and the Alamo. The operations
and plans of the Alamo Conservator are also managed through the
Education Department.

Whereas the desire to educate and entertain our visitors is of the ut-
most importance, we are also pleased to admit that the Alamo Com-
plex is one of the safest areas of the City of San Antonio due to the
presence of the Alamo Ranger Security division. The grounds are
patrolled 24 /7 by several shifts of 17 officers, making the visitor ex-
perience secure and peaceful.

This management plan also addresses the current status of market-
ing efforts for the Alamo, and provides recommendations.

The following pages will provide details of the operations within
each area of the organization, plans for the future and ways to make
a visit to the Alamo a better experience than ever before.

The . Aamo

300 Alamo Plaza
San Antonio, Texas 78205

Hours:
Monday to Sunday
9:00 a.m. to 5:30 p.m.

Admission is always free

State Director of the Alamo
Stephen Oswald

Executive Administrator
Melinda Navarro

Texas General Land Office
Transition Team

Chief Clerk
Larry Laine

Tracey Hall
Mark Loeffler
Kenny McLeskey
Charles Richards
Dale Sump
Kaye Tucker

President General
Daughters of the Republic of Texas
Karen Thompson

Commissioner
Texas General Land Office
Jerry Patterson

Photo Credit:
Jeff Jowdy Photography

Prepared in accordance with provisions of
the Interim Management Agreement and
House Bill 3726, 82nd Texas Legislature,

2011
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I. ADMINISTRATION

1. VISITATION

Visitation by month
The list below is a record of the Alamo’s visitor count for the years 2009, 2010 and 2011.

2009 2010 2011
MONTH COUNT MONTH COUNT MONTH COUNT
January 161,894 January 140,901 January 145,779
February 161,558 February 156,019 February 140,344
March 221,199 March 220,655 March 231,082
April 224,948 April 211,484 April T 219,174
May 212,118 May 225,998 May 214,912
June 257,071 June 268,436 June 241,555
July 294,179 July 309,635 July 303,102
August 237,981 August 229,026 August 201,450
September 145,049 September 163,628 September 136,772
October 186,200 October 201,150 October 176,091
November 190,486 November 189,876 November 165,380
December 168,360 December 182,087 December 148,205
TOTAL 2,461,043 TOTAL 2,498,895 TOTAL 2,092,764

As of last year, the Gift Museum and Shrine were equipped with a new electronic system that counts traffic flow
within the two structures. This system, Flonomics, has two independent servers that are maintained by Flonomics
on-site. Not only are we now able to record a more accurate count of visitors, but we also have the ability to view
both door counts simultaneously, as well as see if the weather is impacting attendance. Prior to purchasing this sys-
tem, it was more difficult to estimate the number of visitors at the Alamo due to multiple entrances and not requiring
an entrance fee.
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Visitor Experience

Preserve the Alamo as a sacred memorial
to the heroes who sacrificed themselves
upon this hallowed ground, through con-
servation of its historical structures, edu-
cation in its historical heritage, and atten-
tion to the needs of the visitors.

—-Mission Statement

As our Mission Statement asserts, we
strive to give the public a positive experi-
ence when they visit the Alamo Complex.
While this includes a clean accessible en-
vironment, it also means making their ex-
perience as meaningful as possible. From
our observation, the visitor experience
is varied and determined by the factors
listed below:

1. The Visitor’s Motive
Did the visitor come to say that he or she had been to the Alamo and was satisfied with having his or her picture
taken at the Alamo?

Did the visitor come to the Alamo looking for historical information about the site and its history?
Did the visitor come to the Alamo as a Pilgrim (See Section III-2-D) and find the site revered and well kept?

2. Personal Interaction with the Staff
We find that the visitor experience is greatly enhanced when the visitor has the opportunity to interact with a
member of the staff. This may be as simple as answering a question for directions to providing a detailed histori-
cal explanation.

Our challenge is providing personal interaction to every visitor given the ratio of staff to visitors that we see.

Interaction with Crowd
INFORMAL - We stress to the staffs of all departments the importance of presenting a positive image to the public.
This might be something as easy as making eye contact and a smile or thanking them for visiting the Alamo.

FORMAL - Our educational programming is intended to create real opportunities for the staff to interact with the public.

Comments & Suggestions

Staff members are encouraged to listen to visitors’ comments and suggestions. Visitors are told that they can leave
written comments or suggestions at the front desk inside the church. To the greatest extent possible, visitors who
leave comments or suggestions are contacted with a reply.

Complaint Handling

On-site visitors are given the opportunity to write down and leave their comments at the front desk in the church
(see sample card Attachment A), as well as, speak to the Alamo Executive Administrator or the Director of Adminis-
tration if on the Complex grounds. If contact information is provided on the card, we reply to their concerns. Com-
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plaints and comments that are forwarded by mail or email are answered. We aim to maintain a professional tone and,
when possible, provide a reply that addresses the issue.

Recommendations

%  Establishavisitor survey program beyond comment cards. This will help determine if visitor expectations
are being met. It may also provide valuable demographic information that will assist in guiding and pro-
gramming as well as useful information required for grant applications.

%  Provide staff training to emphasize the importance of customer service and taking personal responsibil-
ity for ensuring that each visitor has a positive and meaningful experience.

%  Develop a policy and procedure for collecting comments, compliments and concerns, as well as, a proce-
dure for our responses.

2. HOURS OF OPERATION

General Public

NON-PEAK TIMES (SEPTEMBER - MAY)

Open from 9 a.m. to 5:30 p.m., 7 days a week
(Closed on Christmas Eve and Christmas Day)

PEAK TIMES (JUNE, JULY, & AUGUST)

9 am.to 7 p.m., 7 days a week

NOTE: There is no admission charged for entrance into the Ala-
mo Complex during the times outlined above.

Special Events
Special Events such as 1st Saturday at the Alamo or Fall at the
Alamo are held during normal business hours.

Special Events designed to raise money such as The Alamo Un-
der Siege are scheduled after normal business hours because
we can control access to the grounds.

3. RENTAL OF ALAMO COMPLEX

The buildings on the Alamo Complex are available to rent for events that are specifically defined as historical, edu-
cational or patriotic. Suggested usages of the Alamo Complex would be military retirements and reenlistments or
luncheons/dinners in Alamo Hall. The rental information and details outlining how to request usage of the Complex,
including private tours and use of the Gift Shop Museum are included in Attachment B of this document. Multiple
payment options are available and a list of approved full-service caterers can be provided. Note: The Alamo shrine is
not available for rent.

4. ACCOUNTING

Current budget fiscal year is June 1st through May 31st. The Alamo will be submitting an initial 15-month budget that
will cover the period of June 1, 2012 through August 31, 2013. Each plan hereafter will cover a period of 12 months
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to correspond with the state’s budgetary cycle of September 1st through August 31st.

Funding Processes
The Alamo gets a majority of its funding from sales in the gift shop and donations from visitors. The Alamo also re-
ceives additional income from Special Events, Photogenic, and vending machines.

Audit Requirements
Periodic audits will be conducted by GLO Internal Audit as indicated in the annual audit plan. Quarterly cash review
by GLO Fiscal Management staff.

5. REPORTING REQUIREMENTS
Scheduled Reports

Monthly Report by all departments to the Alamo Executive Administrator and GLO.
PURPOSE: Update the Alamo Executive Administrator and GLO on proposed or ongoing projects for their approval.

Annual Report (May - Convention) for Alamo Executive Administrator, GLO and DRT Board of Management
PURPOSE: To inform the DRT of the activities over the preceding year.

6. INSURANCE POLICIES

The Alamo’s current insurance broker is Insurica Insurance
Management Network. The named insured are the Daughters
of the Republic of Texas and The Alamo Park Complex. Poli-
cy Term is April 20, 2012 to April 20, 2013. Locations are 300
Alamo Plaza and 723 E. Houston St. (the Gallagher Building).
Insurance coverage is in the following areas:

* Property: $3,500,000; Contents: $1,250,000; Business

Income: $1,000,000; Museum & Fine Arts: $2,000,000 -
Travelers Insurance Company

%

General Liability: $2,000,000 - Travelers Insurance Company

* Workers’ Compensation: $500,000 - Texas Mutual Insur-
ance Company

% Umbrella: $10,000,000 - Travelers Insurance Company

% Excess Professional Liability Package Option:

$2,000,000 - Travelers Casualty & Surety Company of
America

The total yearly premium is $75,577.00. For complete plan de-
tails see Attachment C.

7. PHYSICAL INVENTORY
Bar Coding & Verifying

The Alamo was previously assigned the Agency Number 811 by the Office of the Texas State Comptroller for report-
ing inventory to the State Property Accounting System (SPA). All items have been transferred to the General Land
Office, Agency 305, by the Comptroller’s office for inventory consistency.
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A joint effort with the GLO is currently under
way to verify and locate all capital items and
artifacts, tag the items, photograph the arti-
facts and create an internal file to include back-
up documents for use during future annual in-
ventory checks and internal audits by the GLO.
After all items have been photographed, the
property custodian will work with the IT staff
to put all the items on the Web for research
and identification purposes. Each item will be
tagged with a unique number and bar code,
which when scanned will identify the item,

its location, condition of the item and the staff
member responsible for the asset.

Alamo and GLO staff will also implement a new Transfer and Surplus Procedure to allow more structure when assets
are relocated within the Alamo Complex, moved to storage or moved off-site for preservation or repair. The paper-
work completed on-site will then be scanned and forwarded to the GLO Administrative Services Property Control
Officer to validate and update the Comptroller’s SPA system. There will also be a process to surplus assets once they
are no longer of use at the Complex. This course of action will ensure that all SPA records are current and proper
State procedures are followed for property sale or disposal.

Items in the Alamo Collection are also tracked on museum software “PastPerfect” This program has the capability
of assigning each item an individual six character number to coincide with SPA. The Alamo will continue to track
artifacts using this software in addition to entering and controlling the applicable items on SPA.

8. IT OPERATIONS

Current Computer/Server Configuration

The Alamo Complex currently operates with a multi-server configuration with the high demand operations being
administered from a main server and two additional units serving as backups. The Gift Museum operations run on a
separate server with an off-site contracted backup system housed out of state.

Repair Tracking Procedures

Repairs are currently done on an as-needed basis, and are tracked by the Director of Administration and Pinnacle
Computers, the Alamo IT vendor. All computer issues are presented to the Director of Administration and an attempt
is made to correct the issue in-house. If the issue cannot be resolved the contractor is called for assistance.

Other Internal Systems (phones, security cameras, alarms, etc.)

The phone system at the Alamo is contracted through Mitel and AT&T. The security cameras located in the Gift Shop
and the fire and security alarms, located in all the Complex buildings, are monitored by on site 24-hour security and
are currently being serviced by ADR. The Gift Museum and Shrine are equipment with an electronic system that
counts traffic flow within the two structures. This system, Flonomics, has two independent servers that are main-
tained by Flonomics on-site.

O. INFORMATION TECHNOLOGY FUTURE PLANS

A team from the Information Systems Division (IS) of the GLO has made several visits to the Alamo to research the
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current IT structure and determine what, if any,
changes need to be addressed within the next bud-
get cycle and over the next 2-5 years. It was initial-
ly determined that the current system, personnel
and Pinnacle Computer Services have performed
to their best ability working on a very limited bud-
get. The research team, however, has submitted a
preliminary report outlining some modifications
to systems and policy suggestions that need to be
implemented at the Complex.

The items that should be addressed during this
budget cycle include the replacement of outdated
network cabling, implementation of structured
wiring strategies with higher performing compo-
nents, development of a planned server and personal computer refresh program, administration of a Complex-wide
unified disaster avoidance/backup/recovery strategy for all servers and establishment of a annual recurring funding
set-aside for break/fix services. This allocation would be managed by GLO IS staff to ensure all recently accepted
strategic policies for upkeep and preventative maintenance are performed on a regular basis.

The Director of Administration is working with the City of San Antonio to identify some electrical power problems that
have been experienced at the Alamo Complex. It would be prudent to implement a Complex-wide power conditioning
system to minimize the impact of power surges on State-owned electrical devices. We would also look at the imple-
mentation of new fiber-optic links between buildings to enhance reliability and to expand opportunities for digital mul-
timedia communications, procure third-party services for redesigning and hosting the Alamo website, and integrate
digital multimedia services into the Alamo experience to provide multimedia guided tours. All of the enhancements and
upgrades mentioned in this paragraph will be reviewed and funding estimates submitted for inclusion in future budget
cycles and presented as viable projects for implementation.

Recommendations
* Replace outdated network cabling.

Implement structured wiring strategies with higher performing components.

Develop a planned server and personal computer refresh program.

*

Administrate a Complex-wide unified disaster avoidance /backup/recovery strategy for all servers and
establish an annual recurring funding set-aside for break/fix services. This allocation would be man-
aged by GLO IS staff to ensure all recently accepted strategic policies for upkeep and preventative
maintenance are performed on a regular basis.

* Implement a Complex-wide power conditioning system to minimize the impact of power surges on State
owned electrical devices. We would also look at the implementation of new fiber-optic links between
buildings to enhance reliability and to expand opportunities for digital multimedia communications, pro-
cure third-party services for redesigning and hosting the Alamo website, and integrate digital multime-
dia services into the Alamo experience to provide multimedia guided tours.
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10. ACCESSIBILITY

Current Requirements
“Persons with disabilities should have independent access to all public areas and facilities inside historic buildings.
The extent to which a historic interior can be modified depends on the significance of its materials, plan, spaces, fea-
tures, and finishes. Primary spaces are often more difficult to modify without changing their character. Secondary
spaces may generally be changed without compromising a building’s historic character. Signs should clearly mark the
route to accessible rest rooms, telephones, and other accessible areas.”” —National Park Service

The Alamo consists of historic buildings that would be significantly changed if required to be retrofitted according to
the standards and requirements mandated by ADA. Fortunately, the historic buildings (Church, Long Barrack, DRT
Library/Alamo Hall, and Gallagher Building) are all wheelchair accessible. The curator’s staff works with mobility-
impaired visitors to ensure they have access to artifacts and files stored on the second floor.

The buildings of the support area (Security Office, Accounting/Payroll Office, Alamo Committee Room, and Rest
rooms) as well as the DRT Library are wheelchair accessible. Sidewalks on the grounds leading to the Alamo’s build-
ings are also wheelchair accessible.

The Alamo has a visitor brochure that is available in Braille. On request, we arrange for qualified interpreters to
sign for hearing impaired visitors. We also have our standard visitor brochure available in seven languages: English,
Spanish, French, Italian, German, Chinese, and Arabic.

11. MAINTENANCE PLAN

The Construction Division of the GLO has made numerous visits to the Alamo Complex and is working in conjunction
with the current Alamo Maintenance Staff to create a prioritized list of all repair, replacement and monitor items that
need to be addressed at the Complex. They have completed the preliminary work and have a detailed list of all areas
that need to be addressed and have ranked the projects as follows:

1 [Source: http://www.nps.gov/hps/tps/briefs/brief32.htm#Moving Through Historic Interiors.]
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%  Priority 1 - Health and Safety Projects
%  Priority 2 - Deteriorated /Deteriorating Conditions
%  Priority 3 - Maintain Optimal Working Conditions

Each priority is more defined by addressing the location of the needed repair and the estimated associated cost. De-
tails of this plan are outlined in Attachment D of this document. Funding for projects identified in the Maintenance
Plan that are directly associated with Alamo Complex preservation of the Shrine and Long Barrack can and should
be funded through the Ewing Halsell grant to the Alamo. Projects not related to the preservation of the Shrine or the
Long Barracks will be funded from other sources of revenue at the Alamo.

Naturally the first concern is the safety of our visitors and staff, therefore we will be addressing these Priority 1 mod-
ifications immediately. Some examples of Priority 1 projects would be electrical, sidewalk leveling, replacement/
installation of new fire warning equipment, replacement of rotting wood, etc.

Projects categorized as Priority 2 will ad-
dress deteriorating conditions to ensure
the life of the structures at the Alamo Com-
plex are extended, as well as, focusing on al-
lowable improvements to increase efficien-
cy and provide a continued pleasant visit
for our guests. Examples of these projects
would be replacing aging air conditioning
units that have had numerous repairs, re-
placing frames, caulking windows, replac-
ing roofs versus patching, etc.

Priority 3 projects will concentrate on
proper maintenance to avoid as many emer-
gencies or preventable events as possible.
Although a project at this level does not re-
quire the urgency of that associated with health and safety, it does still need to be taken seriously and addressed within a
timely manner, funds permitting. Doing so would provide proper planning, scheduling and circumvent higher costs that

would be associated with an emergency and the need to possibly inconvenience our visitors.

The Construction Division is completing work on a multi-year plan for the Alamo. This plan includes a complete
inventory of all the facilities on the Alamo Complex and all related operational equipment, materials and structure
specifications. For example, a register of this detail will allow logically set replacement dates on industrial equip-
ment like air conditioning units based on expected life cycles, repair history and warranties, address necessary elec-
trical panel upgrades and retrofit where new technology allows.

Recommendations
* Complete work on a multi-year plan for the Alamo.

* Set replacement dates on industrial equipment like air conditioning units based on expected life cy-
cles, repair history and warranties, address necessary electrical panel upgrades and retrofit where
new technology allows.

% Address necessary electrical panel upgrades and retrofit where new technology allows.

* Implement structured wiring strategies with higher performing components.
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12. HORTICULTURAL DEPARTMENT

General Maintenance

The staff routinely uses blowers each morning to cleanup both the turf and bed areas prior to opening at 9 a.m. Our
staff members cultivate the beds, pull weeds, trim as needed, and hand water two to three times per week. The turf
areas receive irrigation, mowing twice per week during the height of the growing season and Zoysia grass is fertilized
once a month. The turf areas are aerated every two to four weeks, or as needed. The shrub/ground cover beds are wa-
tered using the drip irrigation system.

Landscaping of the grounds

The shrub/ground cover beds ordinarily have two annuals plantings per year. Once the old crop is pulled out, the
soil is prepared by adding an inch of compost and turning the soil. We rake out the lumps of clay and then plant the
bedding plants.

Landscaping is similar for the larger beds where we add soil to bring the levels up. The planting is phased in and
when completed, mulch is applied to the surface.

Renovation of the turf is done when
there is little left for a recovery to take
place. Tilling is employed to break-up
the compacted soil, the rocks are re-
moved and the surface is levelled. Sod is
laid and landscape soil is spread over the
lines in the sod. This is when the waiting
begins. The time needed for a successful
establishment is approximately 90 days.
The area is roped off entirely to encour-
age growth and avoid damage from foot
traffic.

The tree trimming is completed once a
year. In consultation with the arborist
we select the most pressing needs. We
strive to trim all the trees every three
years, or as needed. There are some

trees in the turf areas that we trim every other year, to allow more sunlight to reach the grass. Trees are fed every
year by digging feeding holes in the soil to aid in aeration.

Horticulture Department Hours
Horticulturist: 5a.m.to 2 p.m.
Gardeners: 6:30 a.m. to 3 p.m.

Administration Page 13



II. MARKETING
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1. BACKGROUND AND DESCRIPTION

With an iconic shape and a compelling story, the Alamo is one of the most instantly recognized historic sites in the
nation and around the world. However, until only recently has this recognition been complemented through the use
of a standardized logo that features the name “The Alamo” under the unique “hump” parapet roofline.

In 2011, the federal trademark was acquired for the name and logo by the State of Texas, and sublicensed to the
Daughters of the Republic of Texas for use in promoting and marketing the site. This includes use on printed and
broadcast materials, merchandising and online uses.

Following the achievement of a protected, trademarked logo, the immediate marketing goal of the Daughters of the
Republic of Texas is the application of key messages to create a strong statewide, national and international brand
for The Alamo. This brand will convey the values associated with the site and strengthen the top-of-mind placement
for the 300-year-old site.

Key Messages

The Alamo brand is to be built on five key messages, embedded in all marketing collateral, print and media, to the

greatest extent possible:

%  The Alamo represents over 300 years of history. From its founding as an early Spanish mission to serving as a
military garrison for armies from five different nations, the Alamo has played a vital role in Western civilization.

% The Alamo is the Shrine of Texas Liberty. The Battle of the Alamo on March 6, 1836 was a pivotal conflict in the
Texas Revolution and led to the Texian victory at San Jacinto and the establishment of the Republic of Texas. The
Battle and the legends surrounding it help define the identity of Texas. People worldwide continue to remember
the Alamo as a heroic struggle against impossible odds — a place where men made the ultimate sacrifice for
freedom.

%  The Alamo represents a cultural crossroads due to its importance to Spanish and Mexican culture as a Catholic
Mission and military garrison, and its importance to Anglo culture for its role in the legendary Battle of the
Alamo in 1836. Itis considered sacred ground by several different cultures.

*  The Alamo is a world-class destination with over 2 million visitors a year, located in the heart of downtown
San Antonio.
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%  Supported entirely by donations, merchandising and private funds, the Alamo is open 363 days a year and ad-

mission is always free.

Logo and Trademarks
On July 26, 2010, the State filed U.S. Trademark application No 85/092,869 (‘State Application”) for the mark THE
ALAMO that it owns through both its ownership of the Alamo Complex and through the use of the mark by the DRT

solely as custodian and trustee for the State, for services as follows;

*
*
*
*

Museum services, namely, exhibiting to the public a historic site

Guided tours of a historic site
Retail gift shop services

Vending of souvenirs

Included under this trademark protection are the names “The Alamo” and “Alamo” and all names, logos, emblems ap-
pearing in all trade names, trademarks, service marks and proprietary designations, as words, fonts and designs and
in all stylized forms, logos, emblems, symbols and colors (and copyrights contained therein), and the goodwill sym-

bolized thereby, including, but not limited to:

© XN ok W R

[ S = G
U1 o W N = o

16.
17.
18.

Alamo

The Alamo

Allies of the Alamo

Tour de Alamo

The Alamo and Roof Line logo (shown below)
175" Anniversary Battle of the Alamo logo
Alamo Kids

Battle of the Alamo

Remember the Alamo

. First Saturday at the Alamo
. Texian Court Day

. Alamo Day Camp

. Alamo Art Show

. Alamo Young Couriers

. Agua Del Alamo, U.S. Registration No.

2,497,551
Alamo Plaza
The Alamo Network

All names, graphics and artwork in or on all
goods, their labels and packaging for sale
now or in the past in the Alamo Gift Shop in
which the DRT has trademark rights, trade
name rights, copyright, license or a propri-
etary interest, and the molds and plates
for making them.

Marketing
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Alamo Logo

Line Art: Roofline design
Font: Minion Bold
Pantone Color: PMS 1815c¢

Component Names
The entire 4.2-acre complex under state ownership is known as “The Alamo.” Within this complex, there are a num-
ber of separate components:

The Church, or Shrine, including the Facade
The Long Barrack Museum

The Cavalry Courtyard

The Wall of History

The Sales Museum, or Gift Shop

The DRT Library at the Alamo

Alamo Park

The Alamo Acequia

Alamo Hall

L D D A B . S o

Public Program Names

First Saturday at the Alamo

An inter-active living history event that is designed to give visitors a glimpse of life at the time of early Texas. Each
event focuses on different time periods in Texas history, with events appropriate to each.

The Alamo Young Courier Program

An educational activity booklet geared toward children 5 to 10 years old. Inside the booklet are 20 pages of fun and
educational activities. In it, kids will find everything from a crossword puzzle to a math worksheet in which they must
calculate how many shots a soldier can shoot with his musket. The booklet is available for sale in our Gift Museum.
This price includes the Alamo Young Courier Badge.

To the people of Texas and all Americans in the World: The Alamo Under Siege

A gallery presentation including seven scenarios in which re-enactors depict the events and conversations leading up
to the Battle of the Alamo. This annual event held the last Friday in February is held in the Alamo Amphitheatre and
includes a Mexican Army Camp and period music.

Bexar 1835: Prelude to the Alamo

The Daughters of the Republic of Texas and the Alamo present a unique educational opportunity on the second Saturday
evening of December each year. The public is invited to view a museum gallery presentation entitled Béxar: December
1835--Prelude to the Alamo. Visitors will be escorted to the Alamo Amphitheatre to view a series of historical vignettes de-
signed to tell the story of the Battle of Béxar and events that led to the second battle for the town—the Battle of the Alamo.
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Fall at the Alamo
This annual event held the second Saturday of October brings living historians to the Alamo to demonstrate the daily
lives of the people of San Antonio during the period from 1835 to 1846.

Exhibits and demonstrations on textiles are located in Alamo Hall. Other ongoing exhibits are located throughout
the grounds.

Teachers and students are especially welcome. Demonstrations by participants are designed to meet various compo-
nents of the Texas Education Agency’s new Texas Essential Knowledge and Skills for Social Studies.

Alamo Day Camp

The Alamo invites children ages 9 to 15 to make new friends, have fun and engage themselves in the history of the
Texas Revolution and the Alamo. Some activities include: Alamo History, School of the Soldier, Period Cooking, Fire
Starting, Period Crafts, Period Games and Toys. This one-day camp is held several times each summer on the grounds
of the Alamo. Camp begins at 9 a.m. and ends at 3 p.m.

Alamo Audio Tour

This tour incorporates music, narration, interviews, and sound effects to provide an in-depth understanding of the
Battle of the Alamo and the Texas Revolution. The 45-minute audio tour features Alamo Historian and Curator, Dr.
Richard Bruce Winders and other Alamo staff members. The tour is offered in English, Spanish, German, French and
Japanese.

Alamo Battlefield Tour

An hour-long walking tour that will lead you through the Alamo Battlefield of 1836. The tour includes points of inter-
est about the battle, for example, where men like David Crockett and William Barret Travis lost their lives. This tour
takes place in Alamo Plaza.

Institutional Tags
In print and broadcast materials, the following tags should be used to the greatest extent possible:

1. The Alamo is owned by the State of Texas under jurisdiction of the Texas General Land Office. At the direction
of the Legislature, the Alamo is operated by the Daughters of the Republic of Texas under contract to the Land
Office. Established in 1836, the Texas General Land Office is led by Texas Land Commissioner Jerry Patterson.

2. The Alamo is owned by the State of Texas under jurisdiction of the Texas General Land Office and operated by the
Daughters of the Republic of Texas. Admission is always free.

2. MASS MARKETING
Website

Currently, the Alamo uses one primary Web address (www.thealamo.org) for web marketing. Until recently, there
were other Web addresses that were also used as vehicles for public marketing, but they have been closed and redi-
rected to the primary site.

The website is several years old. It has no social media interaction and relies heavily on outdated animated Web graph-
ics to convey vital parts of the content. The text and some functionality of the website has recently been updated.

The website is scheduled for a complete redesign in the next 6 to 12 months.
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V.

VI

CURRENTLY EXISTING CONTENT
The Battle

O m m 9o 0w >

. History Overview

. The Texas Revolution
. In Their Own Words
. Chronology

. The Defenders

Weather

. Alamo Myths

Visitor Information: Overview

>

m Y O W

. San Antonio
. Mission (about the DRT)

FAQ

. Events (calendar)

Hours of Operation

F. Location (with Map)

Resources
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. Visiting

. Lesson Plans
. Readings

. Research

. Media (wallpapers)

History Hunt

. Patch Program
. Worksheet 1

Worksheet 2

Become A Hero

o m Mmoo w P

. Contribute

. Donation PDF

. Allies of the Alamo
. Bricks

. Brick Order Form

Living History

. Volunteer (Docents)

Allies of the Alamo ** duplicates above section

Alamo Young Couriers Program
VIIL. Events **duplicates I.D

VIIL Volunteer **duplicates IV.

IX. Gift Shop (external sales site)
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X. Sponsors
XI. DRT Library (external DRT Library site)
XII. Contact

The DRT also maintains a very robust website for the DRT Library at the Alamo (www.drtl.org) but the content is not
Alamo-specific.

ANALYTICS (SEE ATTACHMENT F)
According to Google Analytics embedded in the site, 787,266 people visited the Alamo website from April 1, 2011 to
April 30,2012.

During this yearlong period, the website attracted:
* 944,123 Visits

* 787,266 Unique Visitors

* 3,531,825 Pageviews

*  3.74 Pages/Visit

% 00:02:31 Avg. Visit Duration

%  32.71% Bounce Rate (The rate at which visitors leave the site after viewing one page.)

Overall, during the year, the Alamo website had 82.72% new visitors and only 17.28% return visitors. The Alamo site
was visited from 188 countries on every major continent, including 802 from Russia, 529 from China, 58 from Iran,
73 from Nigeria and 201 from Indonesia.

Social Media

FACEBOOK

The Alamo maintains a primary “authorized” Facebook fan (http://www.facebook.com/pages/The-Alamo-Autho-
rized-Page/123646676862) page along with other secondary pages, including one for Allies of the Alamo (http://
www.facebook.com/profile.php?id=100000821257234) and one for the DRT Library at the Alamo (http://www.
facebook.com/DRTLibrary?ref=ts). “Remember The Alamo”: http://www.facebook.com/pages/REMEMBER-THE-
ALAMO/297126751797

Currently the Alamo Authorized Facebook page has 3,800 likes, a relatively small number for the number of years it
has been online, and the number of visitors to the website.

In March 2012, the page was visited 1,365 times and received 185 “likes.”

The Facebook page is updated infrequently, about once a month.

TWITTER
There is no official Alamo Twitter account. Previously, the account AlamoSATX had been used, but it has been dis-
continued.

MOBILE APP

In 2010 the Alamo contracted with Geoki, Inc. to develop an iPhone app for the Alamo. The contract with Geoki
gave them exclusive rights to develop Alamo mobile applications for a five-year period. The development of the app
was done quickly (in four months) at no up front cost, with the assumed return on investment coming from a high
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price point for the app, $3.99. The Alamo
derived a sliding scale royalty from 20% to
30% of adjusted gross receipts, based on
volume. Apple received its standard 30%

royalty.

The app was launched in a ceremony at
the Shrine on October 15, 2010. Available
exclusively from the iTunes store, the app
has not sold well. Sales have been insignif-
icant, averaging less than one unit per day
over the last several months. This is due in
no small measure to the high price of the
app and the lack of promotion.

For a development cost that is estimated
to be in the tens of thousands, the app has

generated less than $500 in income for the Alamo. The developer has chosen not to pursue updates and to essentially

abandon the app.

Mass Marketing Recommendations

* Redesign the website completely to streamline information, support key messages, drive donations,
increase online gift shop sales (vendor-dependent) and become the source for correct historical infor-
mation on the entire history of the Alamo. Plan major media release for new website “go live” event.

% Fully utilize the authorized Alamo Facebook page to drive followers to the website. Post more interesting,
engaging content more frequently. Purchase small, targeted social media buys on Facebook, ad words, etc.

to generate “likes.”

% Turn the Allies of the Alamo Facebook page into an invited Group page exclusively for members (see

Allies recommendations for more).

% Re-engage the Twitter account for instantaneous updates from the Alamo including upcoming events,
live events, educational updates, preservation happenings, gift shop sales, etc.

% Solicit proposals from current, exclusive mobile applications developer (Geoki, Inc.) about revising/replac-
ing Alamo iPhone app with new and improved app. Consider developing a cross-platform mobile app.

3. TARGETED MARKETING

Brochures

The Alamo produces a full color brochure for visitors that describes the complex and the 1836 battle. The most re-
cent order in 2012 consisted of 315,000 brochures in multiple languages (English, German, Spanish, Chinese, Italian,

Japanese, Arabic, and French).

The staff distributes approximately 17,000 a month during non-peak season, and up to 40,000 a month during peak

season in June, July, and August.

Currently, the brochures are also distributed at the other San Antonio Franciscan Missions, the City of San Antonio
Visitor Center across the Plaza from the Alamo and some of the travel centers throughout the city.
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Email Blasts
The Alamo currently uses a third-party vendor, Constant Contact, for mass email distributions. Acquired over several
years, the current email database is approximately 25,000 addresses.

In the last year, 46 email blasts via Constant Contact were distributed. These email blasts included Allies newsletter
updates, membership pitches, Alamo calendars of events and other various communications.

Reports available via Constant Contact show that for a distribution of approximately 25,000 emails, around 10% are
“bounced” or never received, less than 20% open the emails, while those who actually “click-through” to an included
link are usually 10% or less.

Signage
The Alamo staff is currently considering plans to augment and improve signage at the Alamo to improve the visitor
experience and raise awareness of Alamo history, ownership and rules.

One consideration has been the possibility for increased use of QR codes on Alamo signage to increase user interac-
tion and improve the visitor experience.

Targeted Marketing Recommendations

% Continue and improve the Alamo brochure to expand historical information available and increase in-
formation about the visitor experience at the Alamo. Make the brochure available online. Increase use
of the brochure outside of San Antonio, including TxDOT travel stops, other statewide tourist destina-
tions, etc.

% Increase and improve the emails sent via the Constant Contact service. Improve “opens” and “click-
through” rates for each distribution by cleaning up email lists and working with local partners to expand
address list. Tie-in all social media to email campaigns. Increase historical information, timely event in-
formation and other added value for each online newsletter. Post online newsletters/updates on Alamo
website in a centralized location organized by date.

% Consider possibility of doing a visual, geo-location based virtual tour using a specially developed mobile
app for tablet-based computers, such as an iPad. Computers could be personally owned or rented on-
site similar to audio tour equipment.

4. MEMBERSHIP PROGRAM
Allies of the Alamo

The membership program for the Alamo is called Allies of the Alamo. The program was launched on February 23,
2010 as a sustained small donor membership effort designed to build a reliable constituency of supporters while
maintaining a flow of small donations for the Alamo. Its launch was accompanied by a series of new advertisements
and promotional materials, and considerable statewide press. The announcement was held at a public event in the
Shrine, and Texas First Lady Anita Perry attended the launch in person.

Allies memberships are for a period of 12 months, with renewal reminders sent at the end of the term. Upon joining the
program, a member would receive premiums for membership, including Allies of the Alamo wristbands, a commemora-
tive 175th anniversary medal, a gold pin and a regular newsletter update from the program.

The Allies program publishes a quarterly newsletter with email updates monthly, or as necessary.



As of April 2012, the Allies of the Alamo account had a balance of $102,830.99.

Approximately 800 had become members over the life of the program, with approximately half that number re-
maining active (within the 12-month term) as of April 2012.

Membership Program Recommendations

*  Survey existing and cancelling members to gather input on revising and improving the program using
an online tool like Survey Monkey. This can be an ongoing process but immediate input is needed on
improvements.

% Revamp and reinvigorate Allies of the Alamo program. Improve member benefits, clarify donation
levels, streamline calendar for membership updates / newsletters and communications. Increase op-
portunities for exclusive membership events at the Alamo. Increase re-enlistment in the program
through new benefits for returning members, multi-tiered benefits for long-term members.

*  Dramatically increase promotion of the program, including possibility of limited advertising on social
media, in print ads (possibly in-kind) and on billboards.

%  Strengthen Allies presence on the redesigned Alamo website. Convert the Allies of the Alamo Face-
book page into an exclusive Group page available only to invited members. Create online partnership
programs that will link to the Allies content from external websites in exchange for membership.

%  Gather annual metrics including number of Allies yearly renewals, number of membership upgrades,
total amount of donations raised, etc.

*  Utilize local and statewide relationships to increase participation in the Allies program through pro-
motion, advertising, special offers, in-kind donation of goods or services.

5. EARNED MEDIA

From April 2011 to April 2012 the Alamo received the following press nationwide:
* Newspaper Articles: 46
% Television Stories or Mentions: 109

This includes news specifically about the Alamo Complex, as well as casual mentions of the Alamo. It excludes use of
the word “Alamo” in other capacities, such as “AlamoDome” or “Alamo City, etc.

Currently, the Alamo also hosts regular and frequent media tours for writers, and columnists from around the coun-
try. No follow up with these writers is conducted at this time.

Earned Media Recommendations

% Increase number of media advisories, press releases, media availabilities from the Alamo.

% Increase availability of Alamo leadership/GLO leadership to provide interview opportunities for press
events or news happenings.

% Improve follow-up with individuals brought to tour the Alamo by the San Antonio CVB. Build a media da-
tabase of interested writers, producers, filmmakers, etc., that have visited or would like to visit the Alamo.



6. PAID MEDIA

There has been no major expenditure for paid advertising for the Alamo within the last year. No advertising is
planned at this time.

Paid Media Recommendations

Examine possibility of identifying regular budget for Alamo advertising.

%

% Develop schedule of small budget, highly targeted social media advertising, including Facebook Ads,
Google Ad Words, etc.

% Continue to develop media sponsorships that may include in-kind, or partial in-kind, advertising for
radio, print, TV or online media outlets.

7. LOCATION MARKETING

The Alamo is also the site of numerous location shoots for local, national and international movie and TV produc-
tions. Each production is required to complete a location agreement with the Alamo.

Within the last year, the Alamo has been featured in several TV productions, including Laura McKenzie’s TRAVELER
program, in association with USA Weekend, (http://www.auramckenzietv.com/_travel_home.html), National Geo-
graphic’s “America’s Lost Treasures,” History Channel’s “America’s Book of Secrets” and TLC’s “The Little Couple”
(http://tlc.howstuffworks.com/tv/little-couple). The Alamo was also prominently featured in the new season of

“Top Chef: Texas” but the shoot occurred previous to this year.

Location Marketing Recommendation
% Develop a standardized location marketing package that includes information about the Alamo, includ-
ing shooting locations, sample location agreements, etc.

8. THIRD-PARTY SPONSORS

The Alamo also relies heavily on named, third-party sponsors for local goods and services.

The most prominent example is The Emily Morgan hotel. For several years, the Emily Morgan has been given the title
of “Official Hotel of The Alamo” in exchange for discounted rooms and food for DRT/Alamo members and visitors,
and other in-kind benefits.

There is no monetary income derived from this partnership.

Third-Party Sponsor Recommendations
% Catalog and clarify existing third-party sponsorships, including a standardized benefits form for spon-
sors and for the Alamo.
% Develop targeted sponsorship pitches based on industry or location designed to improve visitor experi-
ence to San Antonio or the Alamo, and prove a financial or in-kind benefit directly to the Alamo.



II1. EDUCATION

1. SCHEDULED EVENTS

The Education Department has a number of scheduled events it holds throughout the year. These include:

A.

1st Saturday. This event was begun in the early 2000s and is approaching its 10-year anniversary. The pur-
pose of having a scheduled living history event at the Alamo was (1) to enhance the visitor experience and (2) to
institutionalize the Alamo living history program. Prior to this year (2012), 1st Saturday activities were held on
the lawn of the Alamo Complex that are located to the east of the Alamo church. However, the DRT has signed a
contract with the City of San Antonio that will allow the Alamo education staff to hold the event in Alamo Plaza,
the historic heart of the mission/fortress.

Fall at the Alamo. This living history event has been held at the Alamo since 1998 on the second Saturday of
October. Invited volunteers set up displays of period crafts. The event always has a theme, examples of which
have included Law and Order in the Republic of Texas, Honor in the Republic of Texas, and Politics in the Repub-
lic of Texas. The event is designed to allow the public to participate in the day’s activities.

Gallery Theater. Since 2006, the Alamo has hosted two gallery theater events for the dual purpose of educating
the public and c